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发现，有 27 条广告原则是经常使用的，使用频次超过 10%，分别是“电视广告
结尾”（广告结尾 3 秒内出现产品、品牌名称或者购买理由）、“电视广告字幕”、






















































Chinese advertising industry has been flourishing since Reform and Opening Up 
in 1978. Western advertising theory and creative ideas from 4A international  
advertising companies were abundantly poured into China, which were regarded as 
infallible laws by Chinese advertising industry and academia. They were used to 
conduct Chinese advertising practice, among which some were successful and some 
were not. Therefore, there is an urgent need to test the validity of these advertising 
theories applying in Chinese market systematically and comprehensively. 
Persuasive Advertising: Evidence-based principles by J. Scott Armstrong 
condenses essence of empirical study on advertising, in which 195 persuasive 
principles are proposed. In this research, 40 principles relating to advertising tactics 
were made as coding frame. 997 ads were selected from Chinese TV Ads Database on 
http: //www.adevaluation.com/. They were coded by using the principles above. 
Statistics analysis were used to compare coding data and effect data in the database to 
testify the validity of those principles in Chinese market. Three problems were 
discussed as follows: 
1、Does Chinese advertising use the western tactic principles? Frequency analysis 
found that 27 principles were employed for the most of the time, whose frequency add 
up to 10% more, such as end of TV ads, subtitle of TV ads, ad slogan, products 
circumstance, etc. Thirteen Principles whose frequency was less than 10% were 
Simplicity, Boast, Double-sided argument and so on. 
2、Are western tactic principles in Chinese market valid? Similarity was found in 
26 principles such as Ad Music, Ad Slogan. Dissimilarity was found between 14 
principles like Subtitles of TV Ad, Emphasizing Product Characteristics, etc. 
3、Why are some western tactic principles invalid in Chinese Market? Four 
reasons were proposed: First, impact from disturbance variables such as industry. The 
difference has been found in effect on target consumers and word game. Second, 
influence from level of advertising creativity. The difference has been found in effect 















varieties from different information from voice and picture of TV ads. Finally, 
differences between culture, such as language differences（phonographic/logographic） 
and thinking differences （Dialectical/ Linear）between China and western. 
The validity of western tactic principles exploited in Chinese market was tested 
comprehensively through empirical study. On the one way, this research can pave the 
way for study on Chinese national advertising theories. On the other way, it provides 
instructive suggestions for advertisers and marketers. 
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原则》，被美国贝利-美国市场营 协会（Berry-AMA）评为 2011 年市场营 类最
























                                                      










































                                                      
































（Festinger et al 1956）而人们倾向于拒绝理性思考而去维持已有的信念。这
时广告说服应该运用非理性的策略引导受众的情感或者态度发生改变，然后再产
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